Marketing as Cooking: The Return of the Sophists
Ideas about marketing are generated out in the market places, within the marketing academies -and elsewhere. These ideas can endure but they can also follow an accelerated life cycle and quickly fade. Ideas about marketing can also be sophisticated reincarnations. Bloom (1997) could be cited for such an observation and recent, anxious examples are provided by Brown (1999) followed by Holbrook (2000) and then Brown (2000) again. Influences go further back.
During the C20, considered contemplations of the range of marketing led to invention, revision, rejection, and sometimes re-invention (Bartels 1951; Alderson 1957; Halbert 1964; Kotler and Levy, 1969) . Various debates followed, often constructed on the convenient but questionable premise of opposing and adversarial dichotomies -notably the long-standing duality of theory versus practice, the antique art/science distinction and the associated recurring binary divide of realism/relativism (Hunt 1983; Anderson 1983; Zinkhan and Hirschheim 1992; Hunt 1991; Hunt 1994; Kavanagh 1994; Firat, Dholakia and Venkatesh 1995; Firat and Shultz 1997) . Within a conventional framework, variegated schools of marketing thought were identified by Sheth, Gardner and Garrett (1988) , and a decade later Sheth and Sissodia (1999) looked backwards to derive a classification of 'law-like generalisations' in marketing management. Closer to home and amongst many other dissenting and articulate voices, Brown (1995) and Hackley (2001) are both arch-exponents of the need to step outside the frame for a better understanding of marketing and of marketing management.
Such evolutionary threads and also discontinuities in marketing ideas are recognised to have emerged from the waxing and waning influences of contributing fields and their own shifting mind-sets. Perhaps only a very general notion of exchange as subject matter connects a journey lasting one century from the descriptive study of commodity markets through the problem-solving of marketing management and on to the Russian Dolls of the postmodernists but if so, this notion of exchange and that of marketing have a long history.
Quick guides to the more distant history of marketing might refer to the transition from self-sufficiency, through barter economies, on to the Industrial Revolution, mass-manufacturing, internationalisation of trade, complex supply networks, C20 abundance and the resulting empowerment of consumers and fragmentation of markets. Closer scrutiny has been provided by a number of authors (Fullerton 1987; Nevett and Fullerton 1988; Hollander and Rassuli 1993; Shaw 1995) but interpretations of marketing management as a practice and also marketing as an ideology which deserves enquiry are usually fixed in the C20. Marketing ideas remain ahistorical and this can be at the expense of both thought and practice. A particular example is provided by Vink (1992 p.231) who notes that 'Historical perspectives can be helpful to evaluate the theory-in-use (and practices) of every marketing manager, successful and unsuccessful alike'. How far back does the history go? Murray (1997) provides a selection of readings which reach to the Ancients and these demonstrate the general point that ideas about the rôle of commerce and trade can endure and sometimes rightly so. Plato might be given more than a passing credit for having laid the basic foundations for understanding exchange, marketing processes and the connections with social organisation.
In this paper, the world of the marketing manager provides the primary focal point, the practice of a discipline being seen as a sensible starting point but not necessarily an end point for reflection on a discipline. The practice of marketing has been around for some considerable time and certainly since the Sophists, arguably the first recognisable proponents and exponents of marketing around 500 BC, whose activities were dismissed by Plato as 'mere cooking'.
Perspectives on Modern Marketing Management
' … all that matters is plausibility.' Socrates A large number of words have been expended by marketing academics debating the range of marketing, or its 'nature and scope'. As for the pedagogy which builds on contemplation (or in spite of such contemplation), the marketing management school still provides a standard underpinning and this is the 'micro, profit-making, positive' perspective within the schema suggested by Hunt (1976) . Modern marketing management is ubiquitous. It is a basic element in most marketing curricula and a recent, recycled, repackaged brand extension of modern marketing management can be found in Kotler (1999a) which contains, according to the fly-leaf, '… a wealth of cutting-edge strategies and tactics that can be applied immediately to … 21 st century challenges'. The perspective of this genre is instantly recognisable and the various critiques are now familiar. Reed (1984 p. 278 ) comments generally and unfavourably on the 'technocratic determinism'' which characterises the typical management text. The more critical literature which is specific to modern, mainstream marketing management such as Arndt (1985) , then Alvesson and Willmott (1996) and now Hackley (op cit.) bemoans the functionalist, reductionist, quasi-scientific and formulaic positivism that is usually encountered. There are many other thought-provoking contributions and these lucid, sometimes colourful, and sometimes caustic critiques of marketing are all linked to what Brownlie et al. (1999 p. 3) identify as ' … the potential for new perspectives which could contribute to the development of mainstream forms of theory and research and the popular representations of practice they have to offer'. However, while criticising and rejecting the canons and devices of modern marketing management can be facile, suggesting worthwhile new perspectives which have a practical relevance can be more problematic.
Alternative perspectives include the 'revised' or 'new' marketing paradigms which have emerged and those in the former category have generally widened the envelope for conventional marketing management. The interest in relationships and networks rather than transactions is an obvious case of a paradigm revision rather than a shift, echoed in the comments of Grönroos and Stranvik (1997) concerning relationship marketing which, as they point out, has a very long history by a different name. More radical alternatives to the simplicities and homilies of modern marketing management have presented more discontinuous interpretations which, coincidentally or otherwise, undermine the orthodox. Alongside the possibility of 'pragmatic postmodern marketing' lies the suggestion by Czariawska-Joerges and de Monthoux (1994) or the more cautious assessments of Cohen (1998) that a better understanding of management can be found through a close reading of an appropriate novel.
What connects the history of marketing, ideas about the range of marketing and the actual or prescribed activities of marketing management --whether they be trivial or substantial, ephemeral or enduring? Kotler (1999b p.7) provides an omnipresent and augmented product offering for basic student use and this begins with marketing defined in a standard way as ' … a social and managerial process by which individuals and groups obtain what they need and want through creating, offering, and exchanging products of value with others'. As a generic definition, this is true enough and it does connect the many and mixed appraisals of marketing but when unraveled, it inevitably raises more questions than it answers.
By way of elegant theories or simple heuristics, marketing scholars and marketing managers seek insights and clear answers which are serviceable, yet in the triangulation provided by grand speculations, simple devices and hard marketing realities lies territory which can be left unexplored. If it is accepted that contemplation of marketing need not serve but must be connected with the world of marketing practice, then there is a requirement for ideas which adequately explain marketing and which assist marketing management. Persuasion can be seen as a framing concept for marketing in general and for marketing management in particular. Persuasion is synonymous with rhetoric. The contention now is that the role of rhetoric in creating, offering and exchanging is usually overlooked or sidelined.
Day and Montgomery (1999) comment on the extent to which marketing knowledge in its many forms has borrowed extensively from other areas, has offered little by way of return and should be obliged to develop its own concepts and techniques. What follows now is further borrowing. Rhetoric is seen here as a primary driver behind exchange and the claim is that rhetoric needs to have a more central location in making sense of marketing management. This is by no means a new perspective. It is a reincarnation and it harks back to the Sophists. Amongst many others, Kennedy (1963) and Barthes (1994) provide summaries of classical or 'old' rhetoric while Burke (1955) and Booth (1961) are regarded as C20 innovators in the field of 'new' rhetoric. Such sources date the origins of rhetoric to around 500 B.C. when the ability to argue a case effectively was held in high esteem and the first rhetoricians, notably Corax and Tisias, developed the techniques of rhetoric. The early teaching of rhetoric was led by the Sophists but the practical instructions of the Sophists came in for criticism and Plato dismissed rhetoric as 'mere cooking'. Plato associated rhetoric with ' … trickery, deceit, immorality and superficiality' (Kennedy op. cit., p.15) but Aristotle took a more considered view which led to rhetoric becoming a key element in the school curricula of Ancient Greece and later, amongst the Romans who picked up the heritage, notably through Cicero. The distant origins of rhetoric re-emerged during medieval times and the tradition continued into the Renaissance period but during the Enlightenment, the significance of rhetoric in the Western world is usually seen to have waned, a casualty of the interplay between science and theology.
Rhetoric and Mere Cooking
Amongst scholars, there is now a burgeoning, complex and very diverse 'new rhetoric' but in recent times, rhetoric has become a catch-all word and there are multiple meanings in the vernacular. During the C20, and scholars apart, rhetoric was understood either in terms of powerful orators such as Churchill, Hitler, Kennedy and Martin Luther King but more so, it has been seen in a pejorative light, the view originally held by Plato. Pejorative use generally implies bending the truth for purposes of guile, deceit, subterfuge, dishonesty, coercion and so on. The terms 'tired rhetoric', 'hollow rhetoric', 'heated rhetoric' or 'empty rhetoric' are commonplace. Less disparagingly, 'rhetoric' can be a label for euphemisms and the processes of dissimulating and dissembling. The word 'rhetoric' may also be used to describe that which is seen as affected, pompous, exaggerated or trivial.
The Platonic view of rhetoric has endured for over two millennia, more developed interpretations having waxed as well as waned over time but for more general use it is the pejorative sense, the sense of the white lie and the weasel word that has usually dominated. Rhetoric has been likened to the wiles of the harlot and as Andrews (1992) points out, it is not surprising that a narrow interpretation has led to such negative associations, particularly in the age of the catch-phrase, the buzz-word, the media-spin and the soundbite. These negative, double-talk associations are frequently linked to politics ('Economical with the actualité'), warfare ('Collateral damage'), the law ('I did not have sex with that woman') and, of course, to marketing ('Free One-Year Credit Deal').
Within management disciplines, references to rhetoric can be derogatory, and they often are. Legge (1995) provides one example from human resource management. In marketing, Dibb and Stern (1999) are typical when they employ 'rhetoric' as a synonym for slippery language. This is commonplace and as Plato observed and criticised, rhetoric in any context could be confined to technical mastery of the fake, the phoney and the sham -then used by charlatans to deceive. In this way, marketing managers become treacherous pedlars of snake oil, fairground barkers who use rhetoric, where rhetoric is positioned as a figment, a polar opposite to 'marketing reality'. The position preferred in this paper, immodest though it sounds, is akin to that of Aristotle who defined rhetoric as ' … the faculty of discovering in the particular case what are the available means of persuasion'.
An important distinction is now drawn between 'rhetoric in marketing' and 'marketing rhetoric' The term 'rhetoric in marketing' is used to encapsulate, albeit roughly, the means of persuasion associated with marketing in its broader social, cultural and political setting where much of the critical literature is now located. The term 'marketing rhetoric' is confined to the means of persuasion used by marketing management when working with consumers.
Given this history and these assessments, a few cautionary words are required. Rhetoric is a subject that presents a basic bootstrapping problem. Any dialectic on any subject will contain elements of rhetoric so any explication of rhetoric is potentially rhetorical, and perhaps inevitably rhetorical -thus leading to a metacommentary of discourse on discourse and a confusing hall of mirrors. Barthes (op cit.) referred to the 'delirious activity of language upon language' and a danger of such metacommentary is that little results which is new and useful beyond an alternative language. When talking the talk, it is sensible to recognise that the facts can also speak for themselves. More sophisticated (from 'Sophist') use of rhetoric when linked to marketing can have a number of dimensions. Such use when part of the critical literature on or within the domain of marketing may or may not feed directly into descriptions and prescriptions at the level of marketing management but either way, the role of 'sophisticated rhetoric' in marketing is very significant and some observations are now made.
Sophisticated Rhetoric in Marketing
First, there are interpretations of the links provided by rhetoric between marketing and dominant political ideologies -notably free market philosophies. Fairly typical usage is seen in Willmott (1999) , and also Knights, Sturdy and Morgan (1994 p.42 ) who note that 'Marketing has traditionally deployed the rhetoric of consumer sovereignty … to legitimize its role as an academic discipline and as a management practice'. Such comments may be associated with critiques of the principles and language of capitalism which define a world, its social structures and its personal relationships by market relationships. This is reflected in the less obvious but erudite and powerful overview provided by Laufer and Paradeise (1990) who explore, amongst other things, the links between Sophism and marketing from the perspective of social order. They note, for example, that the power of Sophism in the past and of marketing today results from 'the crisis of legitimacy of other forms of power' and that marketing now exists as 'the bureaucratic form of Sophism'. Such an assessment coincides with other analyses pitched at this level of abstraction including those of Herman and Chomsky (1998) , who assess the impact of mass media in modern democracies to suggest, persuade and seek approval -to 'manufacture consent'.
Second, the rhetoric used by marketing academics and by marketing practitioners has been examined at some length and this connects with the perspective that any text, including this one, is likely to have a rhetorical dimension (Brownlie and Saren 1997; O'Reilly 2000; Hemais 2001) . Scholarly writing and discourse, as rhetoric, can be seen in specialist terminology, accepted methods and stylistic conventions but it goes further when there is a conscious intent to persuade at this level of micro-politics. Brown (1998 p.186) states that for academic exposition, 'the choice is not whether to rhetorize or not to rhetorize, for none of us can avoid rhetoric; the choice is whether to do it well or poorly'. In similar vein, Eccles and Nohria (1992 p.43) stipulate that good managers must take what they term 'robust action' and that this has a number of characteristics including 'using rhetoric effectively' -within the organisation. Of some passing interest are the vastly different rhetorical styles encountered in the typical marketing text when compared with the typical academic marketing journal and the probability that the activities and the discourse of the typical marketing manager bear only a slight and occasional resemblance to either.
Similar assessments have been made about management texts in general (Easton and Araujo 1997) and in other disciplines including organisation studies (Tsoukas and Cummings 1997) , social psychology (Billig 1991) , planning (Throgmorton, 1993) , accounting (Arrington and Schweiker 1992) and economics (McCloskey 1996; Quinn 1996) . McCloskey (1998) is renowned for her work on rhetoric, literary theory and gender and makes the point that in any discipline, fact and logic are transmitted via the metaphors and other stories of rhetoric.
Third, and over-arching, references to rhetoric can indicate disciplinary dissatisfaction and the search for alternative perspectives. The social constructionism of Berger and Luckmann (1966) is one possible origin for some critiques that revolve around the function of rhetoric as part of social life and the 'discursive turn' in methods of analysis. Within marketing, examples are provided by the redefinition of marketing as a 'narrative project' (Shankar, Elliott and Goulding 2001) and the 'linguistic turn' in marketing research (O'Shaughnessy and Holbrook 1988) . Here, descriptions of reality are seen as having the function of constructing as well as construing that reality and at this level of analysis, while 'old rhetoric' remains relevant, the pluralism of 'new rhetoric' becomes very significant (Perelman and Olbrechts-Tyteca 1969; Schaeffer 1990; Enos and Brown 1993; Myerson 1994; Vickers 1998; Munz 1990; Lucaites et al. 1999) . 'New rhetoric' is a vast intellectual arena. It is multidisciplinary and brings into its labyrinthine deconstructions the nuances and also the obfuscations of literary theory, linguistics, discourse theory, cognitive psychology, cultural studies, social theory, semiology and hermeneutics. Such pluralism suggests that rhetoric is epistemic and can be used as a unifying concept across many disciplines. For example, Roberts and Good (1993) proposed that existing disciplinary boundaries need to be redefined given the importance of rhetoric in virtually all spheres of life. However, and once more, there is little that is new in such assessments. Wittgenstein coined the expression 'language games' to define a position that says there is no single, right way to view the world and similar beliefs were held by Nietzsche and Heidegger. Some time ago, the Sophistic thesis of Gorgias in 5 BC identified the universality of rhetoric, describing it as the 'queen of the sciences', reigning and also ruling.
When contemplating marketing in its many dimensions, there is a higherlevel connection for the relevance of rhetoric -including both the ruminations of 'sophisticated rhetoric in marketing' as summarised above and in the more pragmatic manifestations of 'marketing rhetoric' which follow -and it is no different from assessments of rhetoric in any context. The commonality resides in the importance of successful persuasion which establishes authority, which resolves conflict and which leads to the accumulation of power. These are the functions and the ultimate purpose of rhetoric in any social situation where there is at least a degree of freedom of action for the recipients of rhetoric and where other methods of persuasion are disallowed.
Of concern now is 'marketing rhetoric', the rhetoric employed by marketing management when dealing with consumers. This is the destination of the paper. Looking once more to distant history, marketing management can be likened to 'phronesis' -in the Aristotelian sense. Phronesis, sometimes termed prudence, is practical wisdom and such wisdom is contingent on time and place. If so, and in all its practical workings, marketing management incorporates rhetoric as the art or craft of persuasion -to 'manufacture consent'. The centrality of rhetoric is what distinguishes marketing from other management subjects and other management practices, and this claim therefore runs counter to some conventional working assumptions such as that of Duncan and Moriarty (1998 p. 2) , who wrote 'Although we strongly agree that all marketing mix elements send messages, we disagree that they always are intended to be persuasive.' This is seen as incorrect. In large measure it is rhetoric which energises the exchange. Effective use of marketing rhetoric leads to what is often seen as the seduction of consumers and the creation of a 'social consensus' (Deighton and Grayson 1995) that creates, propels and supports the exchange. Marketing rhetoric is more obvious in consumer markets but it is relevant to all exchanges and to all relationships.
Marketing Rhetoric -Marketing Managers as Sophists
If the consumer is paramount, needs and wants are fundamental on the demand side of the exchange equation. Aggregating, averaging and generalising to produce a stylised consumer may have some value for some purposes but the reality is one of great variety across individuals and also for any one individual whose needs and wants and whose subsequent choices will be contingent on time, circumstance and whatever product is on offer for consideration. The fragmentation of markets, especially consumer markets, has received much comment and the variety goes much further than a basic distinction between, say, 'economic man' and 'marketing man' (Bagozzi 1975) .
The consumer makes choices but 'choice' in the sense of autonomous freewill can be an elusive notion, demonstrated in part by enquiries into the complexities of consumer behaviour but less so by the more mechanistic approaches. Consumers do not always have the freedom implied by simple statements of the role of exchange as a symmetrical and comfortable nexus. That is, consumers might not be well informed, rational and utilitarian, although we usually like to think we are. Consumers are often ignorant, irrational and uncertain, although we don't like to think so. This is pronounced when the symbolic meanings of products take precedence over function and when the need to define, refine or rescue self-identity shifts towards vanity, or further still to some narcissistic variant. Sometimes, as consumers, we are passive recipients. As consumers, we can slip into routines or we can simply be idle. When scrutinised closely, the notion of free consumer choice might be seen as an illusion.
If the consumer lacks the wherewithal or the inclination to make a thorough assessment of whatever is on offer, marketing rhetoric defines the rules of the game. In subsequent consumption ceremonies, marketing rhetoric works powerfully on the susceptible, and this means many of us. It works via all the classic motivators such as guilt, fear and self-doubt, which we all encounter in some measure at some time. Conversely, when the consumer is not a malleable soul living in a social and cultural vacuum but is a self-aware, well-informed, alert, wary, resolute and active participant, the exchange process is much more mediated. Consumers can and will resist marketing exhortations or at least choose carefully from amongst them and having done so, can assess, modify and respond to them in very idiosyncratic fashion, but even when the consumer is empowered and for whatever reason, effective marketing rhetoric can stimulate and shift demand. We are all open to persuasion and marketing rhetoric shapes consumption and existence.
On the supply side, the home of marketing management, the accumulation of market power is behind the measurements and the more obvious mechanics. The extent of consumer choice and the impact of competitors and other stakeholders limit that accumulation such that the real world of most marketing management is located in that wide zone of imperfect competition between omnipotence and powerlessness. Within that zone, the marketing manager seeks to enact the world, or part of it, and a key strategic task is to accumulate market power through initiating and controlling exchanges. Marketing management has agency and the management of exchanges includes mandating choice through the manipulation of marketing variables and their rhetorical dimensions. Marketing rhetoric becomes essential for the pursuit and the retention of market power. This is rarely captured in modern marketing management although it might receive some reference as with this comment on exchange -'The media of exchange include money, persuasion, punishment, power, inducement' (Bagozzi op cit. p. 18). Using a phrase applied to rhetoric in general, marketing rhetoric is an open hand rather than a closed fist. Marketing rhetoric is non-coercive, at least in the literal sense, so the acquisition of market power is sought through the open hand of marketing rhetoric directed towards the consumer and other stakeholders.
The use of marketing rhetoric to persuade and the point at which resulting exchanges are based on deception and cease to be consensual obviously raises the kinds of ethical questions that date back to Plato and the Sophists. Although not necessarily exploitative in an overt sense, marketing management seeks to curtail consumer sovereignty and to generate market conditions where the supplier has a controlling hand. In this respect, authority becomes established and legitimised through marketing rhetoric. A degree of reliance and an imperfect market, a supplier's market, are the desirable outcomes whether the reference point is seen as the exchange or the relationship. This is reflected in the lexicon and day-to-day discourse of marketing managers. Marketing rhetoric does seek to beguile, to entice, to seduce and to entrap. It does attempt to get in under the consumer's radar. It does endeavour to achieve stickiness in resulting behaviour. The deal, the sale, market share, brand loyalty, brand value and other measures are all identifiable outcomes of the power sought and created through marketing rhetoric.
At a general level, the rhetorical forms and the instrumental techniques of rhetoric were laid down by Aristotle and they endure. For example, Aristotle identified five canons of rhetoric to be invention, arrangement, style, memory and delivery/medium, and Scott (1994) proposes a theory of rhetoric making use of three of these Aristotelian canons to structure her argument. Aristotle also classified rhetorical appeals into three categories, namely logos -appeals to rationality, pathos -appeals directed to values, attitudes, beliefs, and ethos -appeals based on the integrity and credibility of the source. This tripartite division of rhetorical appeals is very recognisable today in the design of marketing messages and the debt owed to the Ancients is considerable. The potential for further borrowings from both 'old' and 'new' rhetoric to enhance marketing practice goes further.
Marketing messages are figurative as much as literal. At the operating level, marketing rhetoric has the ultimate purpose of persuasion and marketing rhetoric can apply to any message, any sign, any symbolic interaction. Marketing rhetoric is not confined to 'promotion'. Product design is rhetorical and so too are aspects of 'price' and 'place'. Marketing rhetoric applies to all marketing tactics because they all have the eventual purpose of persuasion and the exact location of market power will be determined in part by the combined persuasiveness of all marketing messages from all sources and the extent to which the consumer is subsequently swayed in one direction rather than another. Still, of the tactical 4Ps, it is promotion where the more obvious links can and have been made, often when the more traditional approaches to marketing communications are abandoned -perhaps having encountered the kind of criticism leveled by Costa (1995) or by Ritson and Elliott (1999) .
Traditional approaches to 'communication' and to 'persuasion' in marketing tend to follow a linear model of managerial control built around the notion of the consumer as a utilitarian information processor moving in a systematic way through, say, the Awareness-Interest-Desire-Action sequence, and where attitude development and attitude change are treated as components in a piece of simple machinery that drives desire and behaviour. Such approaches have an enormous literature going back 70 years or more (Petty, Ostrom and Brock, 1981) but the classical conditioning model and the development of theories of persuasion can underestimate the fleeting opportunities to make contact and can understate or bypass the richness, the complexity and the variety of affective and behavioural change in response to rhetoric -or reduce such effects to the level of like/dislike.
However, a tide appears to have turned. At a pragmatic, operational level, Vestheim (1992) considered public relations in the context of classical rhetoric and House (1997) proposed that rhetoric is instructive for analysing but also for directing fund-raising activity. With a wider audience, Zaltman (1995) is now a leading light with the 'Mind, Brain, Behavior Initiative' and has created a procedure labeled 'ZMET' (Zaltman Metaphor Elicitation Technique), which is designed to investigate the mental models behind consumer behaviour. However, ZMET with its underlying reference to marketing rhetoric does bear a passing resemblance to the populist method of Packard (1962 p. 4-8) who referred to the 'symbol manipulators' involved in 'subterranean operations' using the 'lore of psychiatry and the social sciences in order to increase their skill at 'engineering' our consent to their propositions'.
Rhetoric is becoming established as a route for identifying the subtle meanings attached to linguistic and visual messages in marketing management and this is obviously associated with the interpretive stance and other shifts in the critical literature. Making sense of persuasion in marketing communications frequently operates now through the lens of rhetoric to understand the stories and the dramas that surround the meanings embedded in products which require a degree of involvement. As far as text is concerned, it is generally accepted that rhetorical figures, as artful deviation, break down into schemes and tropes -which is a classical distinction. Schemes are built on 'regularity' while tropes are 'irregular ' and destabilising (McQuarrie and Mick 1996) . Schemes include devices such as rhyme and alliteration and assonance while tropes, which have the advantage of shock, include metaphor, metonymy, synecdoche and irony as the four primary categories. Schemes might generally be more suitable for low-involvement products. Tropes are substitutes for more explicit description, and Barthes (op cit.) sees them as 'ornaments' or 'colours'. Tropes have layers of meaning which have to be deciphered and they present a greater challenge to consumers who have to participate at a deeper level in the communication and buying process. Tropes are more likely to be used with high-involvement products and can be effective at breaking down the resistance to interest, lodging the product in memory and leading to purchase. At the nitty-gritty level, and usually with reference to the Ancients, the rhetorical figures encountered in advertising copy have received much attention and there have been many attempts to classify rhetorical figures, going back to Aristotle. In the context of marketing rhetoric and advertising copy, McQuarrie and Mick (op cit.) note that rhetoric in consumer research has been overlooked and they report the lack of success in stating clearly the available rhetorical figures that can be used. From this, they continue with an alternative taxonomy of rhetorical figures used in advertising and an assessment of four rhetorical devices used in advertising language, namely --repetition, reversal, substitution and destablisation. brand and/or user (e.g. sophistication, beauty, safety, fun) . ' Scott (1990; 1994a; 1994b) is noted for her work on rhetoric in advertising including visual rhetoric and the role of music. Stern (1989) , who has written extensively on the value of literary criticism to marketing, refers to Aristotle's Poetics when analysing the rhetoric of humour in general and irony in particular for advertising messages. The use of irony in all aspects of marketing management is pronounced in some cultures where playful, knowing games around the allusions of pun and paradox characterise the consensus between marketer and consumer. Such assessments of marketing rhetoric, whether explanatory or prescriptive, need to coexist with the ideas of those who tackle rhetoric from within a more formal framework, exemplified by the work of Meyers- Levy and Malaviya (1999) , which concerns the ways in which persuasive marketing communications are processed.
Such examples illustrate the conceptual and empirical work that is taking place to incorporate the idea and also the techniques of rhetoric into marketing management, particularly the management of marketing communications. The idea and the techniques often hark back to the Ancients but are still relevant today. The idea of marketing rhetoric provides a perspective. The techniques of marketing rhetoric have operational relevance and they offer the potential for new lines of enquiry and new approaches to marketing practice. The introduction of rhetoric into assessments of marketing management is not confined to lofty appraisals.
So, the core concept of exchange underpins both marketing management and the range of marketing ideas to which it belongs. From that core concept, the dominant perspective of modern marketing management has evolved but this perspective can be augmented by investigation into the more complex nature of what can often be collapsed under the umbrella concept of marketing rhetoric. As a means to an end, marketing rhetoric is seen as deserving a more central location in the pursuit of a better and more accurate appreciation of marketing management. Working 'theories' of marketing rhetoric may be some way off but it is proposed now as self-evident that rhetoric already exists as an art or a craft in marketing management and this has been the case for some time. In contemporary consumer societies, marketing managers are modern-day Sophists.
Artificer of Persuasion

'Believe nothing, no matter where you read it or who has said it, not even if I have said it, unless it agrees with your own reason and your own common sense'
Quotation from the Buddha -cited by Henry Miller, The Red Notebook This paper has considered the world of marketing practice and the broader range of marketing ideas. Most readers would accept the stance of Brownlie and Saren (op. cit. p. 148) when they write … ' … no one particular account is capable of providing the last word on marketing management practice' and many would agree that the few historical accounts of marketing and of marketing management are largely fixed in the C20.
The acquisition of power through marketing rhetoric is considered to be fundamental to marketing practice and marketing rhetoric is therefore an instrumental device for the everyday reality of marketing managers or for anyone who practices marketing. Furthermore, marketing is a subject area which has always appropriated and rhetoric is claimed to be an additional framing device for contemplating marketing management and the range of marketing in its wider sense. This could lead to the more radical claim that marketing is a reincarnation of rhetoric.
Corax of Syracuse defined rhetoric as the 'artificer of persuasion'. That was 2,500 years ago so rhetoric is an idea which is well into its extended life cycle and the ancient song can be heard clearly in the present day.
